Introduction
Over the last years, Corporate Social Responsibility (CSR) has received considerable attention from companies. CSR is "a concept whereby companies integrate social and environmental concerns in their business operations and in their interaction with their stakeholders on a voluntary basis" (European Commission, 2001 ). And it aims at achieving sustainability and permanent success of the company, through the effective management of the relationship with all stakeholders, in particular with customers, which is the key to achieve the best values and build a sustainable company. CSR is a useful tool for companies, it enables them to participate in social and environmental projects, moreover, it is one of the most modern marketing tools adopted by the companies to gain customers and improve the relationship with them, especially with the emergence of its importance in the field of marketing, therefore the companies have become working on integrating social and environmental activities in its marketing strategy, in order to win the competition and preserve its position in the market. Through these practices, companies reap many benefits including customer satisfaction, positive advertisement and better financial performance. The increase spending on CSR initiatives is expected to increase customer loyalty and build sustainable relationships with customers. This research aims at identifying the extent of the engagement of companies to apply CSR and use it as a marketing tool to build sustainable customers relationships, by carrying out a field study in the Algerian companies, from the perspective of the managers and owners of these companies.
Part one: Theoretical Background
In this part we will try to define CSR and to show it as a new tool of marketing.
Corporate Social Responsibility (CSR) as a New Tool of Marketing

Concept of Corporate Social Responsibility
Interest in CSR has increased in recent years and is regarded as an important and emerging topic for research [1] . In relation to CSR there is no unified definition in literature and different researchers have various explanations for it [2] . Kotler and Lee (2012) defined CSR as "a commitment to improve societal well-being through discretionary business practices and contributions of corporate resources" [3] . Mc Guire (1963), defines CSR thus: "The idea of social responsibilities supposes that the corporation has not only economic and legal obligations but also certain responsibilities to society which extend beyond these obligations" [4] . According to Hopkins (2003) "CSR is concerned with treating the stakeholders of the firm ethically and in a social responsible manner..." [5] . Naylor (1999) defines CSR as "the obligation of managers to choose and act in ways that benefit both the interests of the organization and those of society as a whole." [6] . Friedman (1970) elaborated the concept of CSR in a unique direction. "There is one and only one social responsibility of business-to use its resources and to engage in activities designed to increase its profits so long as it stays within the rules of game, which is to say, engages in open and free competition without deception or fraud" [7] . Finally, "CSR is one of the management strategies where companies try to create a positive impact on society, while doing business" [8] .
Principles of Implementing a CSR Strategy for Marketing Purposes:
In order to create a proper CSR Strategy, and to use this important tool in the marketing, companies must adhere to several important principles [9] :
Ethics and Transparency. accordance to the principles of ethics, honesty, mutual respect, trust between the parties, integrity and transparency in business, combat the traffic of influence, offering or receiving bribes and corruption in the public and private stakeholders and influence in this fight, as well how to promote fair trade practices.
Fundamental Human Rights. fully respect the protection of fundamental human rights based on the Universal Declaration of Human Rights and incorporating into their practices, the principles of fundamental United Nations and International Labor Organization Conventions. Recognize the right of all workers to form trade unions and representative bodies of workers and to comply with these organizations and respect the effective right to collective bargaining.
Good Governance. Organizational commitment to the practices integrated into the social, environmental and economic leadership to the organization, seeking to reduce exposure to risks of economic, environmental and social activities, implementing requirements, standards and documents, to ensure its continuity.
Dialogue with Stakeholders. Rely on dialogue as the only legitimate means of achieving persuasion, resolving disagreements and conflict resolution. Ensure an open, transparent and trust relation with the various stakeholders, establish channels of consultation with stakeholders and incorporate their concerns, and report a credible and objective performance in its economic, environmental and social.
Value Creation. Promote management of high quality products/services and processes by integrating environmental and social aspects in planning and decision making. Promote investment in research and development and incorporating innovation in your products/services and processes.
Diversity and Equality. Respect and value differences as a fundamental condition for the existence of an ethical development of humanity and seek to encourage the promotion of cultural diversity, social and ethnic difference as a positive development of the organization's mission, not tolerating discrimination under any pretext.
Environmental Protection and Management. Promote projects, initiatives and good practices that contribute to the preservation of the environment. Investing in sustainable technologies and products and enhance the ecological dimension and eco-efficiency.
Development of Local Communities. Support initiatives to promote social, economic and cultural, based on transparent criteria for evaluation of relevance to the community. Promote the participation and involvement in volunteer work.
Responsible Marketing. Lead the marketing and communication policy of respect for truth, transparency, consistency and integrity of assertions, reflecting the organization's values. Encourage ethical and responsible behavior from the public to environmental, social and citizenship.
Advantages for Using Corporate Social Responsibility as a Marketing Tool:
There Are Several Advantages for Using CSR as a Marketing Tool. Among the most important ones we must consider the following ones [10]:
Enhanced Reputation and Brand Image. Reputation is an important sustainable competitive advantage. An organisation's reputation results from trust by its stakeholders. A strong reputation in ethical environmental and social responsibility can help to build this trust;
Increased Profit and Customer Loyalty. Research has shown that there is a growing desire by consumers not only to buy good and safe products, but they also want to know that what they buy was produced in a socially and environmentally responsible way such as "sweatshop-free" and child-labor-free clothing;
Creating New Business Opportunities. Experience gained through addressing CSR challenges also provides opportunities for organizations to create new business opportunities;
Increased Ability to Attract and Retain Employees. A organization's dedication to CSR can be an important aid to recruitment and retention compared with competitors. People want to work for a organization that is in accordance with their own values and beliefs;
Increased Productivity and Morale. Committing CSR internally to improve working conditions, lessen environmental impacts can lead to increased productivity and staff morale where the workforce are more reliable, enthusiastic and efficient. Innovation in Market Through Cooperation with Local Communities. CSR requires cooperation with the local communities and relationships can be improved. This can help in tailoring products and services as well as more rapid acceptance to local markets.
Sustainable Customer Relationship and Its Relationship with CSR
Sustainable Customer Relationship (SCR):
Marketing approach of sustainable customer relationship falls in with the wide range of applied sustainability concepts, which enjoy a remarkable proliferation since the term of sustainable development has been introduced in economic thinking. Proliferation is marked by applied concepts such as sustainable product development, sustainable production, sustainable tourism, sustainable infrastructure, etc. Sustainable development means economic development that meets the needs of present generation without compromising the ability of future generations to meet their own needsaccording to the definition of the World Commission on Environment and Development. It defines a complexity of social requirements conceived in order to maintain economic development over generations, to promote responsible and efficient use of natural resources, protection of environment, and social equity.
In the range of the related management theories the marketing approach treats sustainability problematic as included in business philosophy and policy in relation to customers. Recent paradigms of the marketing concepts argue for increased value delivery to customers and building of long-run mutually beneficial customer relationship. They also reveal opportunities of making customer relationship profitable and sustainable [11] .
Sustainability concern of customer relationship marketing includes the opportunity to make loyal a customer base by means of higher satisfaction, including environment friendly products and services, and consequently the social value and reputation of having environment conscious consumer behavior. Companies may target loyal customers and engaged them as partners for more actions related to sustainability requirements. It is to notice, that definition of customer relationship includes relations not only with consumers but also with organizations as buyers, as well as with suppliers and distributors, namely with the majority of stakeholders groups of a company [12] .
Relationship between CSR and Sustainable Relationship with Customers:
Many research analysts have investigated the relation between CSR and consumer behavior. Although many of scholars agree that organizations should accomplish, endorse and publicized CSR due to their positive effect on consumer behavior [13] :
CSR and Customer Attraction. In order to attract the customers many companies are being socially responsible, every company is publishing CSR report on their websites. (Ginsberg & Bloom 2004 ). Since FedEx found out that customers are attracted towards the company that practices CSR it began to use the jet that consumes less fuel and currently they use hybrid vehicles and less energy consuming vehicles [14] .
CSR and Customer Trust. A lot of studies investigate how customers react and make decisions based on their perceptions of service quality and CSR (Guchait et al, 2011). Trust is a fundamental element of the partnership present in developing any business. As Mohr, Webb and Harris state (2001) "It is also believed that it is important for socially responsible companies to work to develop consumer trust". Pornpratang et al. (2013) analyse the relationship between CSR and trust. There are three main perspectives of trust. The first one consists in Affect Based Trust or the emotional based trust, the second is the Cognition-Based Trust -an objective and rational one and the third is Dispositional-Based Trust which refers to the inclination of one person [15] .
CSR and Customer Satisfaction. Various theories such as stakeholder theory (Clarkson, 1995) have used link between corporate social performance and customer satisfaction [16] . According to Brown and Dacin (1997) , CSR record provides a general evaluation criterion for customer satisfaction. CSR influences positive client evaluation in three ways. Firstly, according to Daub and Ergenzinger (2005) , social programmes make consumers feel that they belong to a community or social group when consuming a service. Secondly, CSR strengthens a sense of positive feeling towards the organization thereby creating a convection between the client and the organization (Sen & Bhattacharya, 2001) and thirdly, clients view such organizations as providing more value to them when compared to the non-socially responsive organizations [17] CSR and Customer Loyalty. Organizations use CSR as a marketing tool to try to influence customer loyalty, as it is one of the most important consumer behaviors. There are studies revealing a positive correlation between CSR and customer loyalty. In 2007, Du et al., studied the moderating influence of the extent to which a brands social initiatives are combined into its competitive positioning of consumer reactions to CSR. These studies have showed that CSR can promote customer loyalty however organizations have to be careful to structure the CSR activities in a way that merges with the customers direct experience with the brand [18] . Kotler and Armstrong (2008) classified purchase behavioural loyalty into three aspects: (1) The hardcore -those who only buy one particular brand; (2) The softcore -those who buy only a couple of brands; and (3) The switchers -those with no loyalty. Kotler's work in this context implies that CSR efforts could convert the "softcore" and "switchers" consumers to the "hardcore" category [19] .
Part Two: The Study of The Extent of Adoption of the Algerian Companies Under Study, on Csr as a Marketing Tool to Achieve Sustainable Relationships with Its Customers
After showing in the previous part, the most important theoretical foundations of the research topic, we will address through this part the analysis of the impact of the use of CSR as a marketing tool on the relationship with the customers in the Algerian companies, We have taken a random sample of (65) Algerian companies located in M'Sila (and its environs) and Bordj Bou Arreridj. And to achieve the objectives of the study we designed a questionnaire as a principal research tool for the purpose of collecting data from the managers and owners of these companies. The questionnaire is composed of (24) phrase fall under two main parts:
The First Part. Consists of (13) phrases, and the objective of this part was to know how the Algerian companies are interested in application of CSR as a marketing tool.
The Second Part. Consists of (11) phrases and the aim was to know the extent of the contribution of CSR in building SCRin the Algerian companies.
In addition to the two parts, we adopted a section for general data related to respondents included: age, educational leveland experience. The main objective of the adoption of this section was to study the effect of these latter on the answers of the sample individuals on various phrases contained in the basic questionnaire parts. We have adopted in the design of the questionnaire on Likert scale five-dimensional, as a measure to answer the questionnaire phrases, in order to analyze its parts and then interpret the results according to the research hypotheses.
And to measure the reliability of the questionnaire, we calculated the Cronbach's Alpha coefficient by using the program SPSS 22, and the results were as follows: We note from the table 1 that the reliability coefficients are acceptable, and bigger than the statistically acceptable percentage: (0.60), whereas the reliability coefficient for all the phrases of the axis of the application of CSR as a marketing tool reached (0.776), while coefficient for the axis of sustainable relationships with customers was estimated (0.798), so, we can say that the two scales steadfast allowing their use in the study.
In this section, we will analyze the questionnaire statistically by using the Statistical Package for Social Sciences (SPSS), measure the relationship between CSR and sustainable customers relationships, depending on the coefficients: the regression and correlation, and then propose a model that shows the role of CSR as a marketing tool in sustaining the relationships with customers based on field study.
Statistical Analysis of the Axes of the Questionnaire Public Data Analysis Axis (Personal Data):
We will try through this part to analyze the personal data of the sample, by presenting the percentages and duplicates for the participation of the sample, as shown in the table below: Through the table 2 we note that the age of the largest proportion of the respondents ranged between 30 to 50 years with (55.4%), followed by the group of 20 to 30 years with (38.5%), and then followed by the group of more than 50 years with (6.2%). We also note that the majority of the respondents are from the university level of education with (83.1%), and the remainder are from the secondary level of education with (16.9%). We also note that the largest proportion of the respondents are working in the company for less than five years with (41.5%), followed by the category of 5 to 10 years by (30.8%), and the remainder, amounting to (27.7%) are working in the company for more than 10 years, which is the lowest percentage.
Data Analysis of the First Axis Related to the Extent of the Interest of the Algerian Companies to Apply CSR as a Marketing Tool:
Data Analysis by Using the Arithmetic Average and the Standard Deviation. We note through the table 3 that the arithmetic average value of the extent of the application of CSR as a marketing tool by the Algerian companies was estimated (4.11), with a standard deviation of (0.47), which is greater than the presumeaverage that amounts (03), and this means that the companies under study apply CSR and use it as a marketing tool, and this result is confirmed by the value of "t" estimated with (18.78), which is significant at the degrees of freedom (63) and the error level (0.05) with the level of significance (0.00).
The decision is made concerning the significance of all the phrases in the degrees of freedom (63) and the error level (0.05).
The presume arithmetic average for each phrase is estimated (3) 4 shows that the (F) value of CSR as a marketing tool according to age is estimated at (09.08) and is significant at the degrees of freedom in the groups (62) and between groups (02) with the level of significance (0.00). This means that: there are statistically significant differences in CSR as a marketing tool according to age variable; and the following table shows the source of these differences using the "scheffe" test:
We note through the table 5 that there are statistically significant differences in CSR as a marketing tool between the owners and managers of the companies under study who are between the ages of 20 to 30 years, and who are between the ages of 30 to 50 years in favor of those with 30 to 50 years, as well as between the owners and managers of these companieswho are between the ages of 20 to 30 years, and who have more than 50 years in favor of those who have more than 50 years. This confirms that: owners and managers of the companiesunder study who have more than 30 years are the ones who insist on the application of the company of CSR as a marketing tool.
CSR as a Marketing Tool according to Educational Level.
We note through the table 6 that the arithmetic average of CSR as a marketing toolfor owners and managers of the companies under study with secondary level is estimated at (3.44), with a standard deviation of (0.33), which is lower than the arithmetic average of CSR as a marketing toolfor owners and managers of this companies with universitylevel estimated at (4.25), with a standard deviation of (0.37). This means that: there are differences in the level of CSR as a marketing toolfor owners and managers of the companies under study according totheir level of education for the benefit of those with the university level, and this result is confirmed by the "t" value estimated with (-6.64), which is significant at the degrees of freedom (63) and the error level (0.05) with the level of significance (0.00). So we can say that: there are statistically significant differencesin the level of application of CSR as a marketing toolfor owners and managers of the companies under study according totheir level of education in favor of university. The table 7 shows that the (F) value of CSR as a marketing tool according to experience is estimated at (11.87) and is significant at the degrees of freedom in the groups (62) and between groups (02) with the level of significance (0.00). This means that: there are statistically significant differences in CSR as a marketing tool according to experience variable; and the following table shows the source of these differences using the "scheffe" test: We note through the table 8 that there are statistically significant differences in CSR as a marketing tool between the owners and managers of the companies under study who have an experience of less than 5 years and who have an experience between 05 to 10 years in favor of those with 05 to 10 years of experience, as well as between the owners and managers of these companieswho have an experience of less than 5 years and who have an experience for more than 10 years in favor of those who have more than 10 years of experience. This confirms that: owners and managers of the companiesunder study who exceed 05 years of experience are the ones who insist on the application of the companyof CSR as a marketing tool.
CSR as a Marketing Tool according to Experience.
Data Analysis of the Second Axis Related to Building Sustainable Customers Relationships:
Data Analysis by Using the Arithmetic Average and the Standard Deviation. The decision is made concerning the significance of all the phrases in the degrees of freedom (63) and the error level (0.05).
The presume arithmetic average for each phrase is estimated (3) [(1 + 2 + 3 +4 +5) / 5]. We note through the table 9 that the arithmetic average value of the achievement of the sustainable customers relationships in the Algerian companies was estimated (4.03), with a standard deviation of (0.53), which is greater than the presumeaverage that amounts (03), and this means that the companies under study managed to achieve sustainable customers relationships, and this result is confirmed by the value of "t" estimated with (15.52), which is significant at the degrees of freedom (63) and the error level (0.05) with the level of significance (0.00).
B-Variations Test Analysis of the Axis Related to Building SCR in the Algerian Companies, according to the Variables of Personal Data:
Sustainable Relationships with Customers according to Age. The table 10 shows that the (F) value of sustainable customer relationship according to age is estimated at (8.70) and is significant at the degrees of freedom in the groups (62) and between groups (02) with the level of significance (0.00). This means that: there are statistically significant differences in sustainable customer relationship according to age variable; and the following table shows the source of these differences using the "scheffe" test: We note through the table 11 that there are statistically significant differences in sustainable customers relationships between the owners and managers of the companies under study who are between the ages of 20 to 30 years, and who are between the ages of 30 to 50 years in favor of those with 30 to 50 years, as well as between the owners and managers of these companieswho are between the ages of 20 to 30 years, and who have more than 50 years in favor of those who have more than 50 years. This confirms that: owners and managers of the companiesunder study who have more than 30 years are the ones who insist on building sustainable relationships with customers. Sustainable Relationships with Customers according to Educational Level. We note through the table 12 that the arithmetic average of sustainable customers relationships for owners and managers of the companies under study with secondary level is estimated at (3.24), with a standard deviation of (0.28), which is lower than the arithmetic average of sustainable customers relationships for owners and managers of this companies with universitylevel estimated at (4.20), with a standard deviation of (0.42). This means that: there are differences in the level of sustainable customers relationship for owners and managers of the companies under study according totheir level of education for the benefit of those with the university level, and this result is confirmed by the "t" value estimated with (-7.10), which is significant at the degrees of freedom (63) and the error level (0.05) with the level of significance (0.00). So we can say that: there are statistically significant differences in the level of sustainable customers relationships for owners and managers of the companies under study according totheir level of education in favor of university. Sustainable Relationships with Customers according to Experience. The table 13 shows that the (F) value of sustainable customers relationships according to experience is estimated at (9.26) and is significant at the degrees of freedom in the groups (62) and between groups (02) with the level of significance (0.00). This means that: there are statistically significant differences in sustainable customers relationships according to experience variable; and the following table shows the source of these differences using the "scheffe" test: We note through the table 14 that there are statistically significant differences in sustainable customers relationships between the owners and managers of the companies under study who have an experience of less than 5 years and who have an experience between 05 to 10 years in favor of those with 05 to 10 years of experience, as well as between the owners and managers of these companieswho have an experience of less than 5 years and who have an experience for more than 10 years in favor of those who have more than 10 years of experience. This confirms that: owners and managers of the companiesunder study who exceed 05 years of experience are the ones who insist on building sustainable relationships with customers.
Measuring the Relationship between the Variables of the Study
In this part of the study we tried to measure the relationship between the dependent variable (SCR) and the independent variable (CSR as a marketing tool), as shown in the following table: (63) and standard error (0.05) with level of significance of (0.00), and this confirms the existence of statistical significance of the effect of the independent variable (CSR as a marketing tool) on the dependent variable (SCR) in the companies under study. Also the value of "t" calculated reached (09.78) which is significant at the level of significance (0.00), which is indicated by the value of coefficient "B", which means that the change in the value of the independent variable (CSR as a marketing tool) in one unit offset by a change (0.87) in the dependent variable (SCR), In other words, whenever the companies apply the principles of CSR, this leads to improve the relationship with customers and ensure its sustainability, and this independent variable is explained by the coefficient of determination (R 2 ) estimated with (60.3) of the variance in the dependent variable, this means that (60.3%) of the changes on the level of sustainable relationship with customers is caused by changes in the level of CSR, in exchange for not significance for the value of "T" between the rest of the other factors (sustainable customers relationship) with level of significance of (0.24). Therefore, we can say that: CSR contributes in the Algerian companies under study to build sustainable relationship withcustomers. So, the equation can be written as follows:
We can illustrate the above in the diagram represented in the Fig. 1 . We can see from the cloud of dots represented in this figure, that more the value of «CSR as a marketing tool» increase, the value of « SCR » increase in the same direction, and this is evidenced by regression equation ascending line, so as proof from the linear regression equation showed in this diagram and the correlation coefficient calculated previously, we can say that there is a strong positive relationship between CSR as a marketing tool and sustainable relationship withcustomers , in other words: CSR as a marketing tool has a great role in building sustainable relationships with customers.
Through the above we propos the model outlined in Fig. 2 , that clarifies the role of CSR as a marketing tool in building sustainable relationships with customers.
Conclusion
It is clearly demonstrated, through what is contained in this research that the use of CSR for the marketing purpose is the way to success for companies, because these modern marketing tool helps companies to improve its reputation and image and thus attract many new customers, and enable them to improve the quality of the products and services continuously, this helps to meet the needs and desires of customers and society as a whole, including the new imposed requirements that promote safety, trust and honesty, this is what increases the strength of the relationship between the company and its customers and all stakeholders, and thus ensure the sustainability and success of these companies. As well as, through this study, after analyzing the data collected from the field of study we realized the extreme importance and the urgent necessity to the commitment of the Algerian companies to apply CSR, and to use it as a tool of marketing to improve their relationships with their customers and to ensure their sustainability which help them in facing of intense competition. And this was found through the following results obtained from the survey analysis:
The Interpretation of the Results according to the Hypotheses Results Related to Sub-hypotheses. The field study confirmed the first sub-hypothesis, which states that: It is widely recognized by Algerian companies under study that the application of CSR as a marketing tool is very important, where we noticed a considerable realization of the indicators adopted to ensure the validity of this hypothesis. The results of the study also showed a confirmation of what came in the second sub-hypothesis, whereas there are statistically significant differences attributed to the general data between the owners and managers of the companies under study regarding the application of CSR as a marketing tool, and these differences were especially attributed to the variables of age, educational level and experience.
The field study confirmed the third sub-hypothesis, which states that: CSR contributes in the Algerian companies under study in the achievement of sustainable relationships with customers, where we noticed a considerable realization of the indicators adopted to ensure the validity of this hypothesis. The results of the study also showed a confirmation of what came in the fourth subhypothesis, where there are statistically significant differences attributed to the general data between the owners and managers of the companies under study regarding the contribution of CSR to the achievement of sustainable relationships with customers, and these differences were especially attributed to the variables of age, educational level and experience.
The Final Result Related to the General Hypothesis. Based on what was stated on the side of the statistical analysis of the questionnaire, which shows the correlation between achieving sustainable relationships with customers and the use of CSR as a marketing tool in the Algerian companies, we can say that the Algerian companiesunder studydepends on CSR as a new marketing tool to build sustainable relationships with its customers, and this is what validates the general hypothesis.
Suggestions
Based on the aforementioned results we could offer a number of suggestions: 1. The need to integrate sustainability in marketing management, such as the application of green and sustainable marketing.
2. The need to focus on the ethical aspect and honesty in the company's relationship with its customers and other stakeholders, and when following certain strategies.
3. Algerian companies administrations must not only meet the needs of customers, but they must provide services that exceed their expectations.
4. The need to put the customer in the center of the strategy, and do honest dialogue with him, in order to develop his confidence and his loyalty to the company.
5. The need to evaluate the products offered by the Algerian companies, according to some new requirements, such as: meeting the real needs of the customers, products and services that are not harmful to the health, reducing pollution levels, and recycling.
6. Creativity and investment in environmentally friendly products and services and interest in providing social values as well as financial values.
7. The need to involve customers in various stages of research and development, and taking into account their ideas and suggestions.
8. The need to help customers to switch to green consumption, by doing awareness campaigns to drew their attention to the need to help in protecting the environment and the right of future generations.
9. Providing some facilities and gifts in important occasions to loyal customers, in order to develop their loyalty.
10. Following-up customer's satisfaction and loyalty levels, and conduct surveys continuously, in order to know the needs and desires of customers, which contributes to the improvement of services and increase customer satisfaction. 
